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Penelitian ini meneliti apakah Brand Experience dan Service Quality 
mempunyai pengaruh terhadap Repurchase Intention melalui Brand 
Satisfaction sebagai mediasi. Penelitian ini mengunakan pendekatan 
kuantitatif, yaitu data yang terkumpul dalam bentuk angka-angka yang akan 
diuji dengan metode statistik. Adapun teknik pengumpulan data yang  
digunakan adalah  kuisioner yang dibagikan pada responden yang telah 
menggunakan Honda CR-V. Populasi adalah seluruh masyarakat kota 
Surabaya dan Luar Kota Surabaya yang berusia lebih dari 18 tahun dan 
telah membeli Honda CR-V dari Honda Surabaya Center dan kemudian 
diambil sampel secara non random sampling sebanyak 150 responden. 
Untuk memperoleh data penulis menyebarkan kuisioner kepada responden 
yang terdiri dari 21 soal yang terbagi dalam 4 bagian yaitu Brand 
Experience sebanyak 6 soal, Service Quality sebanyak 6 soal, Brand 
Satisfaction sebanyak 5 soal dan bagian terakhir adalah Repurchase 
Intention sebanyak 4 soal. Penelitian ini menggunakan Structural Equation 
Modeling (SEM). Hasil dari penelitian ini menunjukkan kesamaan dengan 
hasil dari penelitian terdahulu yang mengatakan bahwa Brand Experience 
dan Service Quality mempunyai pengaruh signifikan terhadap Repurchase 
Intention melalui Brand Satisfaction. 
 







THE EFFECT OF BRAND EXPERIENCE AND SERVICE QUALITY 
TO AFFECT REPURCHASE INTENTION WITH BRAND 
SATISFACTION AS MEDIATING AT  HONDA CR-V  







This study examines whether the Brand Experience and Service Quality has 
an influence on Repurchase Intention by Brand Satisfaction as mediation. 
This study uses a quantitative approach, the data collected in the form of 
figures that will be tested with statistical methods. The data collection 
techniques used are questionnaires were distributed to respondents who 
have used the Honda CR-V. The population are people in Surabaya and 
outside the region of Surabaya Affairs over the age of 18 years and have 
purchased the Honda CR-V from Honda Surabaya Center and then taken 
samples are non-random sampling of 150 respondents. To obtain the data 
the author distributing questionnaires to respondents consisted of 21 
questions divided into 4 sections namely matter as much as 6 Brand 
Experience , Service Quality as 6 questions , as many as 5 about the Brand 
Satisfaction and Repurchase Intention last part is as much as 4 questions . 
This study used Structural Equation Modeling (SEM). The results of this 
study show similarities with the results of previous studies which say that 
the Brand Experience and Service Quality has a significant influence on 
Repurchase Intention by Brand Satisfaction. 
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